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Abstract: At present, no longer apply in circumstances where the consumer will buy whatever is 
offered by retailers. Instead, they have a choice to the shopping center just by the desired buy only 
consumer may only buy goods that are able to provide satisfaction in terms of psychology, ego 
and most important is the satisfaction of the economy and value for money. Accordingly, this 
study was to identify the profile of the shopping behavior of visitors. Three large shopping centers 
in the conurbation of national growth has been selected, the SOGO at Jalan Tuanku Abdul 
Rahman, Mid Valley Megamall in Kuala Lumpur and Berjaya Times Square in Bukit Bintang. 
The results showed that there were no significant differences between genders with shopping 
behavior of visitors. These findings provide indirect representation that the management needs to 
know clearly about the needs of customers in the merchandise that meets their needs and 
requirements in addition to understanding consumer attitudes and behavior. 
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1. Introduction 
Shopping is an activity performed by most 
of the population with a frequency at least once a 
week. In fact, the housewives do shopping 77 
percent more often than the population as a whole 
(Hallswonth 1988). This is because the shopping 
center has become a necessity for today's society, 
whether as a place to get the goods or a place to 
play. Basic shopping center is managed by the 
developer or owner, including tenant or tenant, 
building design, promotion, security, supplies and 
operational aspects of the other (Dawson & Lord 
1985: 1).  
However, the trends in shopping centers 
vary according to economic development and way 
of life. This is because consumer culture is a new 
form of manipulation of the common people 
through the exchange system when a visiting 
family shopping together on weekends, the 
shopping center provides a form of recreation for 
the structuring of time and place to build family 
relationships among the various gender and 
generation (Lunt & Livingstone 1992).  
Therefore, the shopping behavior of male 
and female visitors at the mall identified. This is 
because the attractiveness of shopping centers is 
not only seen in terms of his location but this 
attraction is influenced by the behavior of visitors 
especially the customers' own motivation. Most 
direct marketing activities to motivate them to buy 
and use the product. Among these activities from 
providing information to customers who are 
interested in using the technique through to attract 
attention for users who are not interested. This is 
because consumers are human, curiosity (innate), 
stimulus-stimulus pull interest as surprise, 
ambiguity, novelty can be used by marketers 
intelligently (Nabsiah & Ishak 2000). 
2. User behaviors  
Users (patrons mall) are defined as 
individuals who purchase or have the ability to 
purchase goods or services offered (for sale) by 
business institutions that meet the desires, needs 
and requirements of yourself and family. While the 
behaviour users according to F. Engel et al. (1968) 
is an individual action that is directly involved in 
obtaining and using economic goods services 
including decision-making process that precedes 
and determines the action. 
Instead, Loudun and Bitta (1984) define it 
as the process of decision making and individual 
physical activity when assessing, acquiring, using 
or obtaining goods and services. Zaltman and 
Wallendorf (1979) says that consumer behaviour is 
the actions, processes and social relations by 
individuals, groups and organizations in the 
acquisition, using a product or the other as a result 
of his experience with the products, services and 
other resources. 
Thus, based on the definition, the definition 
can be concluded that consumer behavior is the 
action taken by individuals, groups or organizations 
associated with the process of decision making in 
acquiring and using goods and services economy. It 
covers the following areas: 
 Why do people make decisions to buy 
 What services and products purchased 
 Where they buy 
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 How to use the items purchased 
 How to use the items purchased 
 Frequency of purchases of goods 
Thus, consumer behavior has important 
relationships with decision-making process. This is 
because the mode of consumption is a process. This 
process starts from the gaining, use and end with 
the characteristics of a product or service (Mowen 
1990). Consumer behavior process involves the 
mental, emotional, and physical, when choosing, 
buying and using a product or service to meet their 
needs (Wilkie 1994). 
Case is in line with Hurst (1968) who tried 
to emphasize how great the influence of diverse 
users against an economic system but Bennett 
(1976) and his colleagues opposed to their opinions 
with Hurst (1968) (Nabsiah and Ishak 2000). 
According to them, the power of the consumer just 
to make a decision whether to buy or not, any 
goods or services needed. Users can also obtain 
their needs from any vendor that he likes. 
However, the economic system in which the 
technology is low, consumers may not be able to 
satisfy the minimum requirements. Therefore, the 
user had to also get what is in the market without 
having any choice. 
3. Mall shoppers’ motivation 
Motivation is defined as' an internal drive that 
reflects the rise of goals (Arnold et al. 2003). In the 
context of shopping, motivation is attractive to the 
consumer to make shopping in a shopping center. 
Several studies (Bellenger et al. 1977; Bloch et al. 
1994; Roy 1994; Kim et al. 2003) suggest that 
consumers who visit a shopping center are to 
obtain the services offered by shopping centers and 
for utilities in the nature use and the purchasing 
process. According to Wilkie (1990), there are four 
types of consumer behavior in the purchasing 
process are budget allocation, product purchase or 
not, store patronage and brand and style decision. 
From the purchasing process, then the attitude of 
three of behavior can be observed, namely: 
 Consumer behavior is dynamic 
 Consumer behavior involves interactions 
 Consumer behavior involves exchange 
According to the survey Roy (1994), 
motivation to the current shopping mall consists of 
three dimensions, namely 'functional economic 
motivation', 'tendency agreement' and motivation in 
recreational shopping '. He found that motivation 
tends to have a negative relationship agreement 
with the frequency of visiting the mall. This shows 
that consumers are price sensitive waiting or 
special sales or great sales in the mall before they 
make a purchase of goods and services. On the 
other hand, the degree of motivation to recreational 
shopping is positively correlated to the frequency 
users visit the mall that shows that consumers who 
wish to satisfy the requirements for consolidation, 
power and stimulation will always visit the mall. 
4. Method of study 
This research used a survey of 150 users who visit 
shopping centers in the conurbation of national 
growth. In this study, within the conurbation 
national growth is in the heart of Kuala Lumpur. 
Shopping center involved in the national growth 
conurbation is Sogo on Jalan Tuanku Abdul 
Rahman, Mid Valley Megamall in Kuala Lumpur 
and Berjaya Times Square, Jalan Imbi, Bukit 
Bintang. Respondents were selected using non-
probability sampling method type of quota 
sampling method and the convenience of study was 
a survey and comfort in which 150 people were 
chosen as convenience with a quota of 50 persons 
per shopping center selected conurbation area of 
national growth. Performed a two-stage analysis of 
the pilot test and validation. Analysis used to test 
the data is crosstabs and chi square. 
5. Results 
5.1. Background of respondents 
Respondents in this study are composed of 
68.7 percent and 31.3 percent of female 
respondents were men. The results showed that of 
the six age categories of respondents who represent 
only five categories only, 18-23 years (30 percent), 
24-29 years (18.7 percent), 36-40 years (4.7 
percent), 41-45 years (17.3 percent) and 46 years 
(29.3 percent). For respondents in the age category 
30 to 35 years cannot be obtained because data 
collection 'convenience'. The majority of 
respondents were married status by 56 percent 
while the single status of respondents is 44 percent. 
77.3 percent were from the Malay race against 
China, India and other with respective percentages 
of 12.7 percent, 4.0 percent and 6.0 percent. 
In terms of education levels, found 52 
percent of respondents have the highest educational 
level of the University High School education 
followed the standard of 26.7 percent. Educational 
level or standard level Diploma and primary school 
respectively by 12.7 percent and  6.0 percent. For 
not attending school and graduate level education 
etc have the same percentage of the value of 1.3 
percent. 
Criteria occupation of respondents 
indicated that the students have the highest 
percentage of 41.3 percent, followed by civil 
servants and private sector employees with 
respective percentages of 24 percent and 14 
percent. For the self-employed and others who 
constitute the unemployed and pensioners 
respectively show the percentage of 8 percent and 
12.7 percent. 
Highest total monthly income estimate of 
69 respondents who have worked is in the category 
MYR1001 - MYR3000 by 35.3 percent of 
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respondents from which teachers and government 
employees and private. This is followed by the 
estimated income of less than MYR1000 increase 
of 17.3 percent. Next to estimate income 
MYR3001 - MYR6000 is 6.7 percent. While the 
estimated income MYR6001 - MYR9000 and 
MYR 9000 for the same percentage value of 0.7 
percent as shown in Table 1. However, the results 
found by 39.3 percent are for the category is not 
applicable to groups of students and others. It is so 
because the students still do not work and just rely 
on scholarships or loans of money and added to the 
grant of the parents to spend. 
Table 1. Demographic characteristics of the 
respondents 
 Frequency Percent 
(%) 
    Gender   
    Male 47 31.3 
    Female 103 68.7 
   
    Age    
    18-23 year 45 30.0 
    24-29 year  28 18.7 
    36-40 year 7 4.7 
    41-45 year  26 17.3 
    46 years above 44 29.3 
   
    Marital Status   
    Single 66 44.0 
    Married  84 56.0 
   
    Race    
    Malay 116 77.3 
    Chinese  19 12.7 
    India  6 4.0 
    Others 9 6.0 
   
    Type of 
Employment 
  
    Government 
employees 
36 24.0 
    Private sector 
employees 
21 14.0 
    Freelance 12 8.0 
    Student 62 41.3 
    Others 
(unemployed, 
retired, etc.) 
19 12.7 
    Monthly   
Income 
    Not applicable 59 39.3 
    Less than 
MYR1000 
26 17.3 
    MYR1001-
MYR3000  
53 35.3 
    MYR3001-
MYR6000  
10 6.7 
    MYR6001-
MYR9000  
1 0.7 
    MYR9001 
above 
1 0.7 
 
5.2 Shopping behavior of patrons 
Correlation analyses of shopping behavior of 
patrons to gender are shown in Table 2. Chi Square 
test results for the mean time visit [χ2 (4, N=150) 
=4.470, p >.05] showed no significant differences 
in the average time traveled to gender. Similarly, 
chi square test results for the frequency of visiting 
the mall showed [χ2 (5, N=150) =5.258, p >.05] no 
significant differences in the frequency of visiting 
on gender. Chi-squared analysis results for total 
expenditure visiting [χ2 (3, N=150) =0.516, p >.05] 
showed that there was no significant difference in 
total expenditure visiting on gender. Goods bought 
[χ2 (5, N=150) =9.587, p >0.05] showed no 
significant differences in goods bought on gender. 
The same also holds membership cards [χ2 (1, 
N=150) =1.378, p>0.05] showed no significant 
differences on gender hold a membership card. 
Instead, the source of information [χ2 (3, N=150) 
=9.160, p < 0.05] showed significant difference 
sources of information on gender. For the analysis 
with one visit [χ2 (4, N=150)= 5.568, p >0.05] 
showed no significant difference with one of 
gender. Vehicles used [χ2 (4, N=150) =0.768, p 
>0.05] also showed no significant differences in 
transport of gender. Findings also find 
recommendations visitors to family and friends to 
visit the shopping mall [χ2 (1, N=150) =1.880, p 
>0.05] showed no significant differences in 
recommendations on gender. Thus it can be 
concluded that the average duration of visit, 
frequency of visit, total expenditure visiting, goods 
bought, holding a membership card, with whom, 
transport and the recommendations are not 
significantly related to gender with sources of 
information used to browse significantly related to 
gender. 
Table 2. Shopping behavior of patrons 
 
Shopping behavior  Male 
(percent) 
Female (percent) χ2* p** 
Average time to visit 
less 1 hour 
1 hour 01min-2 hours 
2 hour 01min-3 hours 
3 hour 01min-4 hours 
more than 4 hours 
 
19.1 
29.8 
21.3 
19.1 
10.6 
 
11.7 
31.1 
19.4 
14.6 
23.3 
4.470 0.346 
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Shopping behavior  Male 
(percent) 
Female (percent) χ2* p** 
 
Frequency of visit 
Every day 
Once a week 
2 Weeks once 
Once a month 
4 times a month 
Other 
 
 
2.1 
12.8 
17.0 
38.3 
8.5 
21.3 
 
 
1.0 
13.6 
12.6 
54.4 
  2.9 
15.5 
 
5.258 
 
0.385 
 
Total expenditure during visit 
MYR100 and below 
MYR101-MYR500 
MYR501-MYR1000 
MYR1001-MYR1500 
MYR1501-MYR2000 
 
 
46.8 
48.9 
 4.3 
    0 
    0 
 
 
44.7 
49.5 
4.9 
   0 
1.0 
 
0.516 
 
0.915 
 
Goods bought 
Food Beverage 
Clothing 
Kitchen items 
Cosmetics / toiletries 
Electrical / electronic 
Other 
 
 
31.9 
44.7 
17.0 
    0 
6.4 
  0 
 
 
33.0 
37.9 
12.6 
12.6 
                1.9 
 1.9 
 
9.587 
 
0.088 
 
Membership card holding 
Yes 
No 
 
 
  8.5 
81.5 
 
 
15.5 
84.5 
 
1.378 
 
0.241 
 
Source of information  
Internet 
Printed sources (guidebook, 
magazines) 
Friends / relatives 
Other 
 
 
 8.5 
12.8 
74.5 
 4.3 
 
 
18.4 
22.3 
59.2 
    0 
 
9.160 
 
0.027 
 
With one visit 
Own 
Husband / wife  
Family / relatives 
Friend / colleague 
Other 
 
 
  8.5 
 6.4 
31.9 
51.1 
  2.1 
 
 
  3.9 
13.6 
37.9 
44.7 
    0 
 
5.568 
 
0.234 
 
Vehicles used 
Private vehicle 
Public bus 
Taxi 
Commuter / Monoreal / LRT 
Walking 
 
 
44.7 
  4.3 
 2.1 
48.9 
   0 
 
 
46.6 
  2.9 
  2.9 
46.6 
  1.0 
 
0.768 
 
0.943 
 
Recommendation to family / 
friends  
Yes 
No 
 
 
57.4 
68.9 
 
 
42.6 
31.1 
 
1.880 
 
0.170 
Note: * Crosstab, ** p < 0.05 
6. Conclusion 
Without us realizing profile patrons 
shopping behavior could influence the economic 
development of our country in general fund 
spending in particular individuals. Interconnected 
shopping center serves as a place to shop alone but 
also serves as a place for recreation or leisure in 
space fill. Changes in social roles also change the 
perception of the quality of visitors' shopping 
available. Clearly the management of shopping 
complexes that are concerned about the large size 
of this social role and always thinking how can an 
alternative to attract more customers. The trend of 
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these changes will continue to evolve in line with 
the tastes of the mainstream of development and 
increasing customer demand and complex. 
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